Imagine John and Betty driving to Niagara Falls. Along the road, they see billboards advertising restaurants and other tourist attractions in the area. Some of the billboards present a prominent display of the name of the attraction or the restaurant. Others show colorful product shots accompanied by slogans and happy faces of customers. Moments later, the two are in their hotel room deciding where they might go for dinner. John is trying to come up with names of restaurants in his head, while Betty is going through the tourist guidebook for suggestions.
This scenario illustrates two different contexts in which consumers may be making their brand choice decisions. Some decisions are "stimulus-based" in that these decisions are based on information available in the physical environment, and some decisions are "memory-based" in that they are based on information retrieved from memory. Decisions are sometimes "mixed" in that they are based on inputs available in the environment as well as information retrieved from memory.
The question of interest in this research is how might the earlier encounter of the billboard ads affect John and Betty's choice of restaurant. Would John's memory-based decision be influenced more by the billboard that features just the name of the restaurant, or more by the billboard that shows the vintage building that houses the restaurant and the romantic setting in the dining room?
And how about Betty's stimulus-based (or mixed) decision? Would the billboards exert similar influence on her decision?
The objective of the present research is to examine how prior exposures to brand information may affect memory and subsequent brand choice decisions. First, the distinction between explicit and implicit memory of the exposure is made, followed by a discussion on how they may be assessed. Next, two different types of implicit memory that rely on conceptual versus perceptual processes are made, and the role that each of these two types of implicit memory play in brand choice decisions is explored. The results of three studies show that these two types of implicit memory are distinct from explicit memory (Experiment 3). Importantly, the data show that an advertising format that promotes elaboration of the brand leads to better conceptually driven implicit memory and benefits memory-based choice, while a presentation format that offers a close perceptual match with the brand cue leads to better perceptually driven implicit memory and benefits stimulus-based choice (Experiments 1 and 2). These findings have important implications for the advertisers. First, knowing how target consumers make brand choice decisions is crucial in designing ad copies. If consumers make brand choice decisions based on alternatives retrieved from memory, as in many restaurant or store choices, then ad copies that prompt elaboration of the brand would be appropriate. Alternatively, if the brand choice process entails consumers choosing a brand from a display of different alternatives, then ad copies that emphasize the perceptual features of the brand would dominate. Furthermore, these results suggest that advertisers interested in measuring advertising effectiveness should go beyond the traditional day-after-recall test that assesses explicit retrieval of memory for the ad, and include measures that assess the implicit retrieval of memory for the advertising exposure.
THEORETICAL BACKGROUND
Extant literature in memory research suggests that when people experience an event, multiple representations of this event are encoded in memory. Then, depending on the task that they subsequently engage in, a particular representation reflecting either explicit or implicit memory of this past event is retrieved.
Explicit memory. One type of memory that arises from an exposure event is explicit memory. At the time of exposure, a representation of the information is encoded in memory and is associated with a spatio-temporal context that links the information to the exposure incident. This memory representation is referred to as explicit memory, also known as episodic memory. Explicit memory is characterized by the individuals' conscious recollection of the event, and reflects what they remember about the event. Measures of explicit memory involve explicit tests of memory that make direct reference to the past event, and respondents are asked to demonstrate their knowledge of the event that has occurred. Typically, respondents are asked what they can "remember" about the past event. Commonly used tests of explicit memory include free recall, cued recall, and recognition (Krishnan and Chakravarti 1999; Richardson-Klavehn and Bjork 1988) . The day-afterrecall test that is most often used by advertisers to assess advertising effectiveness is an example of an explicit memory measure.
Implicit memory. Whereas memory of the event may be demonstrated by conscious recollection of the event (i.e., explicit memory), memory may also be inferred by an improvement on the performance of a subsequent task without any direct reference to the past event. Extant literature suggests that people are more likely to use information they have been recently exposed to when performing a subsequent task, even though they may not be consciously attempting to retrieve information from the exposure. In some cases, enhanced performance has been observed even when respondents were not aware of their having been exposed to the information earlier.
Enhanced performance as the result of prior exposure suggests that individuals do have memory of the exposure event, even though they may not consciously remember it. This enhancement reflects implicit memory of the event, and is often referred to as "priming". In social cognition and consumer research, the term "priming" often refers to the manipulation of prior exposure that results in increased fluency. In memory research in cognitive psychology, the term "priming" refers to the enhanced performance achieved on a task as the result of prior exposure, and is used synonymously with implicit memory. The latter definition of the term is adopted here. Empirical evidence in the literature further distinguishes between one type of implicit memory that relies on perceptually driven processes, referred to as "perceptual priming", and another type of implicit memory that relies on conceptually driven processes, referred to as "conceptual priming".
Perceptual Priming. Evidence in the literature supports the notion of a distinct memory representation of the perceptual aspects of the stimulus that operates at a pre-semantic level and does not require conscious processing (Tulving and Schacter 1990) . When the individual is exposed to the stimulus, this representation of physical features is activated and becomes temporarily strengthened. Perceptual priming reflects an enhancement in the perceptual fluency of the stimulus, rendering the stimulus more readily identifiable upon subsequent encounters (Jacoby and Dallas 1981) . Memory of the event is demonstrated when respondents' task performance improves as the result of enhanced perceptual fluency.
Conceptual Priming. A third type of memory representation that affects semantic memory may also be instantiated as the result of exposure. Semantic memory represents the store of knowledge of language and other conceptual information that people possess. This representation of knowledge structure may be strengthened or modified by exposure to certain stimulus.
Conceptual priming reflects the temporary enhancement of the conceptual fluency of this representation, rendering the stimulus more accessible in memory. Memory of the event is demonstrated when respondents' task performance improves as the result of enhanced conceptual fluency.
The results of numerous studies in memory research show that individuals retrieve different types of memory depending on the task at hand, suggesting that explicit tests of memory may not be appropriate for accessing implicit memory, and vice versa. Rather, different measures of memory are required to assess different types of memory (Krishnan and Chakravarti 1999; RichardsonKlavehn and Bjork 1988) . To assess implicit memory, respondents who have been exposed to some stimuli are asked to perform a task, with no reference made to the exposure event. Respondents' task performance is then compared to a baseline measure of performance in the absence of a prior exposure, and implicit memory is inferred from the improved performance. Measures that assess perceptual priming involve the presentation of a perceptually degraded version of the target stimulus as cue at the time of test. For example, the fragment "F--e-ss" might be presented to elicit the response "Finesse" that had been presented earlier. In contrast, measures that assess conceptual priming involve the presentation of cues that are conceptually related to the target stimulus, but bear no physical resemblance to it. For example, participants might be given the category "shampoo" to prompt the generating of the brand name "Finesse" that had been presented earlier. Word fragment completion, word stem completion, perceptual identification, category exemplar generation, and answering general knowledge questions are commonly used implicit memory tasks. It is important to note that an implicit memory task cannot be classified as a measure of perceptual or conceptual priming based on the kind of test per se. Rather, the classification is made based on the relationship between the stimulus presented at the time of exposure and the cue presented at the time of test.
For example, flashing the word "Gateway" very briefly on the computer screen and asking the respondent to identify the word is assessing perceptual priming if the respondent has been exposed to the word "Gateway" earlier. However, this test is assessing conceptual priming if the respondent has been exposed to the word "Computer" earlier. The key distinction between tests that assess perceptual priming versus conceptual priming hinges on whether the cue presented at test bears a perceptual resemblance or has a conceptual association to the target stimulus.
Extant research showing that respondents' memory performance differs depending on whether their memory is assessed using an explicit memory, conceptual priming or perceptual priming test suggests that the three types of memory are distinct constructs. A brief review of the literature demonstrating the dissociations of the three types of memory is presented next.
Distinction between Different Types of Memory
An impressive number of studies offer testimony for the belief that the three types of memory are different constructs. Empirical evidence dissociating between explicit memory and perceptual priming is first reviewed. Explicit memory performance has been shown to be sensitive to many experimental manipulations such as attention (e.g., Eich 1984) , elaboration (e.g., Craik and Lockhart 1972) , delay (e.g., Tulving, Schacter and Stark 1982) , retroactive and proactive interference (e.g., Graf and Schacter 1987) , and list length (e.g., Sloman et al. 1988) . Perceptual priming, on the other hand, does not seem to be affected by these manipulations (for a review, see Roediger and McDermott 1992) . These two types of memory performances have also been found to be stochastically independent in that knowledge of an individual's performance on an explicit memory test does not help to predict his or her performance on a perceptual priming task, and vice versa (e.g., Eich 1984) . Further, amnesic patients who exhibit severe deficits on standard tests of explicit memory show near normal performance on perceptual priming tasks (e.g., Warrington and Weiskrantz 1970) . Finally, research examining changes in electrical neural activity also indicates that event-related potential (ERP) patterns at the time of exposure are a good indicator of subsequent explicit memory performance, but not of perceptual priming task performance (Paller 1990) .
Support for the notion that conceptual priming is different from explicit memory has also been evidenced. Lombardi, Higgins and Bargh (1987) , for example, reported that conceptual fluency was enhanced in the absence of explicit memory. Studies with amnesic patients also show that they are capable of learning semantic information when their explicit memory performance is severely impaired (e.g., Graf and Schacter 1985) . Furthermore, explicit memory and conceptual task performances produce dissimilar responses to certain experimental manipulations. For instance, Rappold and Hashtroudi (1991) found that more typical exemplars were better recalled than less typical exemplars in an explicit memory test, yet such an advantage for the typical exemplars was not found in a conceptual priming test.
Finally, research findings also suggest that conceptual and perceptual priming are distinct constructs of memory. While both types of implicit memory are similar in that neither requires conscious recollection of the original exposure event, conceptual priming relies heavily on top-down processes whereas perceptual priming relies more on bottom-up processes. The few studies that examine conceptually driven implicit memory indicate that it benefits from elaboration at the time of exposure (e.g., Hamann 1990), whereas perceptually driven implicit memory does not (e.g., Jacoby and Dallas 1981). In addition, stochastic independence between the two types of implicit memory has been reported (e.g., Cabeza and Ohta 1993) .
That explicit memory, conceptual priming, and perceptual priming are distinct constructs of memory has important implications for marketing research. Extant literature offers strong evidence that product judgment and brand choice decisions are often influenced by information retrieved from memory (Alba, Hutchinson and Lynch 1992) . Brands that are highly accessible in memory often have an advantage over brands that are less accessible (Nedungadi 1990 ). Thus, an important issue in marketing research is to examine the role that each type of memory plays in the consumer's decision making process. This understanding is of particular importance to advertisers and marketing researchers interested in assessing advertising effectiveness, where the subject of critical concern is how advertising messages are processed, encoded and stored in memory, and how information subsequently retrieved from memory influences purchase decisions and brand choice (Krishnan and Chakravarti 1999) .
While the "day-after recall test" is commonly used to determine advertising effectiveness in practice, such a test of explicit memory may be inadequate in capturing the effects of prior exposure on consideration set formation and brand choice decisions. It has been argued that consumers often base their purchase decisions not on what they can explicitly remember about an ad, but on what they know about the product (Monroe and Lee 1999) . Indeed, a number of studies examining the effect of advertising on sales have reported low correlation between explicit recall and sales but a strong relationship between advertising spending and sales increases (e.g., Lodish et al. 1995) . In contrast, implicit memory reflects changes in what the consumer knows rather than what she remembers, hence tests of implicit memory should be a better indicator of the effects of prior exposure to brand information on brand choice. As both conceptual and perceptual priming may result from a single prior exposure, the important question is how each type of implicit memory may influence brand choice. To address this issue, it is necessary to first differentiate between memorybased choice and stimulus-based choice.
Memory-based vs. Stimulus-based Choice Brand choice decisions may be made in a memory-based situation, or in a stimulus-based situation. A memory-based situation is defined as one where the consumer chooses a brand from a product category based on information retrieved from memory. Many brand choice decisions are memory-based. Restaurant and store choices, for example, are often made based on what comes to mind. Once in the restaurants, consumers may also be ordering their beverages in a memory-based context. Shoppers who make up their shopping list prior to their shopping trip are also making brand choices based on alternatives retrieved from memory. When purchase decisions are memorybased, a brand name must be represented in a consumer's consideration set in memory if it is to be chosen (Hauser and Wernerfelt 1990) . A brand that is highly accessible in memory and thus comes to mind easily has a greater chance of being considered and selected than a brand that is less accessible in memory. Indeed, Nedungadi (1990) has shown that an increase in brand accessibility through recent exposures may result in a greater probability of choice, even when brand preference remains unchanged. Hence advertising exposures that lead to enhanced brand accessibility should benefit memory-based brand choice.
When purchase decisions are stimulus-based, information relevant to the decision is readily available in the physical environment. Many supermarket purchases are stimulus-based whereby consumers make their selection from an array of alternatives displayed on the shelves. Movie-goers who browse the entertainment page of the local newspaper to pick out a movie, for instance, are engaging in stimulus-based decision making, as are those consumers who shop on the internet or from catalogs. In such situations, consumers may still retrieve information from memory as inputs to their decision, hence a stimulus-based choice context often results in a "mixed" decision whereby consumers may be using information that is available in the environment as well as retrieved from memory (Alba et al. 1992 ). In the absence of preferred brands accessible in memory or available in the environment, a brand that is perceptually salient in the environment and hence more readily recognizable among its competitors should be more likely to be chosen. Under these circumstances, advertising exposures that lead to enhanced perceptual fluency of the brand should benefit stimulusbased brand choice.
Theoretically, a brand may be conceptually or perceptually accessible/fluent in memory, and that conceptual and perceptual priming reflect the increase in the two different types of memory accessibility. However, the term brand accessibility has typically been used in consumer research in the conceptual accessibility sense. Thus, brand accessibility is used to refer to conceptual accessibility and perceptual fluency is used to refer to perceptual accessibility to avoid confusion.
The conceptual model of how prior exposure may affect brand choice is illustrated in Figure 1 .
A number of investigations have employed stimulus-based (e.g., Bettman and Jacoby 1976) and memory-based procedures (e.g., Biehal and Chakravarti 1986; Kardes 1986 ) to examine how consumers make brand choice decisions. However, most of these investigations focused on the availability of attribute information of the target brands rather than the availability of choice alternatives. Research that contrasts the outcomes when the choice set is available in the environment versus when alternatives need to be retrieved from memory seems to be lacking. As an exception, Shapiro, MacInnis and Heckler (1997) examined the effect of incidental advertising exposure on consideration set membership in both stimulus-and memory-based scenarios. They exposed participants to images of objects in a study phase, and later in a test phase asked participants to indicate the products they might consider buying. They found that prior exposure increased a product's consideration set membership in both the stimulus-based and memory-based situations. However, they did not examine the different processes that may underlie these two different choice situations.
The objective of the present research is twofold. The first objective is to emphasize the importance of identifying and distinguishing different types of memory for marketing research. 
Overview
Prior exposure has been found to increase brand accessibility in memory, and conditions that facilitate elaboration of the brand at the time of exposure have been observed to further enhance this enhancement (Hamann 1990 ). Thus, a presentation context that encourages elaboration at the time of exposure should result in higher conceptual priming. For example, a brand name that is presented in the context of a meaningful sentence (e.g., "He threw the case of Heineken in the truck of his car and drove off") versus in isolation (e.g., "Heineken") is expected to result in a greater extent of conceptual priming, because the meaningful context of the sentence offers a natural forum on which the brand name could be elaborated.
H1a
: Prior exposure to a brand name should result in conceptual priming. Furthermore, presenting the brand name in a sentence context versus an isolated context should lead to greater conceptual priming.
When conceptual fluency is enhanced as the result of prior exposure, a corresponding increase in consideration set membership and memory-based brand choice should follow. Thus the likelihood that the brand is included in the consumer's consideration set and ultimately chosen by the consumer should be higher when the brand name has been previously presented in a meaningful context relative to an isolated context.
H1b
: Prior exposure to a brand name presented in a sentence context versus an isolated context should lead to higher memory-based choice.
In contrast, while prior exposure to a brand name is known to result in enhanced perceptual fluency, elaboration as induced by the meaningful sentence context at the time of exposure does not further strengthen the perceptual representation of the stimulus. Instead, perceptual priming benefits from a close physical resemblance between the information presented during the prior exposure and the cue presented at test (MacLeod 1989) . A brand name presented in isolation unencumbered by verbal text thus offers a better match to the brand name presented at the time of decision making in a stimulus-based situation, and thus should lead to higher perceptual priming.
H2a
: Prior exposure to a brand name should result in perceptual priming. Furthermore, presenting the brand name in an isolated context versus a sentence context should lead to greater perceptual priming.
For many of the consumer's everyday purchases that are stimulus-based, a brand that is more readily recognizable may well be chosen over other brands that are also present in the environment. Under these circumstances, the probability that the brand is included in the consumer's consideration set and ultimately chosen should be higher when the brand name has been previously presented in an isolated context relative to a meaningful context.
H2b
: Prior exposure to a brand name presented in an isolated context versus a sentence context should lead to higher stimulus-based choice.
Experiment 1
The objective of Experiment 1 is to examine the different processes underlying memorybased versus stimulus-based choice decisions. To test these hypotheses, participants were exposed to a set of brand names and then completed two tasks, one to assess conceptual or perceptual priming, and another to assess brand choice in a stimulus-based or a memory-based situation. Data showing that conceptual priming is higher when the brand name is presented in a sentence versus an isolated context and the reverse for perceptual priming will provide evidence of a double dissociation between conceptual and perceptual priming. This result will offer strong support that conceptual priming and perceptual priming are distinct constructs of memory. Further, brand choice data showing that memory-based choice is higher when the brand name has been previously presented in the sentence versus isolated context and vice versa for stimulus-based choice will provide support that the two brand choice decisions rely on different constructs of memory.
To assess conceptual priming, participants were presented with the name of the product category in which a target brand holds membership, and were asked to list as many brand names as they could for the category (Hamann 1990 ). This test has been shown to be a good indicator of consideration set membership in a memory-based choice situation (e.g., Nedungadi 1990) . The extent to which a brand name is more likely to be listed when it has been presented earlier indicates that participants do have memory of the exposure. Conceptual priming is expressed in terms of the proportion of correct responses when the brands had been presented minus a baseline performance when the brands had not been presented.
To assess perceptual priming, a brand name completion task is used .
For this task, research participants were presented with brand name fragments, and were asked to complete the fragment with the first brand name that comes to mind that matches the pattern. The extent to which a brand name is more likely to be used to complete the fragment when it has been presented earlier than when it has not demonstrates participants' memory of the exposure.
Perceptual priming is expressed in terms of the proportion of correct responses when the brands had been presented minus a baseline performance when the brands had not been presented.
To examine the effects of exposure on brand choice, half of the participants were asked to make a memory-based brand choice decision. They were given a product category, and were asked to indicate a brand of their choice for that category. The remaining half of the participants were asked to make a stimulus-based brand choice decision. They were given two brands from a product category, and had to indicate which of the two brands they would select for that category.
Method
Stimulus Selection. Target brands were selected based on the results of a pretest where participants from the same subject pool as those in the main experiment were asked to list as many brands as they could for different product categories. The three most frequently listed brands as well as those listed by fewer than 15% of the participants were eliminated to avoid ceiling and floor effects. One target brand was then selected from each of the following thirteen product categories: athletic footwear, bar soap, beer, candy, clothing store, laundry detergent, magazine, copying machine, pain reliever, shampoo, soft drinks, toilet tissue, and tooth-paste. The actual brand names used are listed in the appendix. A brand from one of the product categories was selected as the target for the choice task, and the remaining twelve brands were randomly divided into two blocks of six target brands for the memory tasks. Two lists (List A and List B) were then constructed, each consisting of the choice target brand, six memory target brands, and five filler brands.
For each participant, one of the two lists served as a study list and the other served as a new list at test. The two lists were counterbalanced such that across participants, each list served equally often as the study list and the new list. At the time of exposure, the seven target brands were preceded by two filler brands and followed by three filler brands to control for both primacy and recency effects.
Procedure. One hundred and twelve undergraduate business students from a northeastern university participated in the experiment as partial fulfillment of course requirement. They were randomly assigned to different conditions. Participants were told that they were participating in a marketing study aimed to examine consumer awareness and preference of various brands in different product categories. All participants were exposed to 12 (7 target and 5 filler) brand names using a slide projector. Half of the participants saw the brand names presented in isolation (e.g., "Newsweek"). The remaining half saw the brand names presented in a sentence (e.g., "The man covers his head with the Newsweek and runs across the street in the pouring rain."). Each brand name was presented for 10 seconds.
Upon seeing each brand name, participants were asked to indicate whether or not they recognized the brand by circling "Yes" or "No" in the experimental booklet. All participants were then engaged in a distractor task solving mathematical problems that lasted approximately ten minutes.
Finally, participants completed the dependent measures of critical interest. Half of those participants who saw the brand names presented in a sentence context and half of those who saw the brand names presented in an isolated context completed a brand name listing task followed by a stimulus-based choice task. They were presented with the label of a target category, and were given 45 seconds to write down as many brand names as they could think of for that category. This procedure was repeated for 12 categories: six were categories for which participants had seen brand names earlier, and six were categories for which they had not. The presentation order of the categories was randomized. Participants were then asked to make a brand choice in a stimulusbased context. They were told that a convenience store was soon to be opened in the new management building on campus, and their task was to complete a survey that would be used to decide which brands to stock. Participants were presented with two brand names for each of three product categories (one target and two fillers), and were asked to circle the brand that they would like the convenience store to stock, or to write down a brand of their choice if neither brand was acceptable. Presentation order of the brand names for the target category was counterbalanced.
The remaining participants were administered a brand name completion task followed by a memory-based choice decision. This involved completing 12 brand name fragments. Six of the fragments were from brands presented earlier, while the other six were new. Each fragment was made up of the initial two or three letters of the brand name (e.g., Ne____). Participants were given 12 seconds to complete each fragment with the first brand name that came to mind. Although there are multiple solutions to each fragment (e.g., "Neon", "Newsweek", "Netscape"), it matches only one of the target brands, and none of the filler brands. Participants were then asked to make a brand choice decision in a memory-based context as part of a survey for the convenience store.
They were presented with three product categories (one target and two fillers), and were asked to write down the brand for each category that they would like the convenience store to stock.
To summarize, participants performed either a brand name listing task followed by a stimulus-based choice task, or a brand name completion task followed by a memory-based choice task. These task combinations were designed so that each participant would perform one task that benefits from one presentation context and another task that benefits from the other presentation context. For example, participants in the sentence (isolated) context condition who performed the brand name listing task followed by a stimulus-based choice should demonstrate enhanced (reduced) conceptual priming of the target brands in the brand name listing task, but a lower (higher) likelihood of selecting the target brand in the stimulus-based choice task. And participants in the sentence (isolated) context condition who performed the brand name completion task followed by a stimulus-based choice should demonstrate lower (enhanced) perceptual priming of the target brands in the brand name completion task, but a higher (lower) likelihood of selecting the target brand in the memory-based choice task. This design helps to ensure that enhanced performance of the target brands is not just a matter of prior exposure; rather, enhanced performance on a particular task is affected by the match between the processes at the time of exposure and at the time of decision making.
Strictly speaking, the stimulus-based choice task was in fact a mixed choice decision since participants were given the opportunity to write down a brand if neither of the two provided was preferred. This instruction was consistent with the cover story that the experimenter was interested in their preference, hence participants were given the flexibility to choose a brand that is not provided by the experimenter. By not limiting participants to choose from a set that contains one of the previously presented brands, this procedure was intended to reduce the likelihood of participants making a linkage between the choice task and the earlier exposure stage, thereby triggering an explicit retrieval strategy. Further, by allowing a memory component in the stimulus-based choice decision, any dissociation observed would provide unambiguous evidence that stimulus-based choice and memory-based choice rely on different processes.
Results
Conceptual and Perceptual Priming. To assess the effect of presentation context on implicit memory, the effect of prior exposure on the brand name listing task and brand name completion task was first examined. Participants' performance is expressed as a proportion of correct responses. As expected, more target brands were listed when they had been presented earlier ( x = .53, SD = .20) than when they had not been presented ( x = .20, SD = .17; F(1,110) = 96.79, p < .001; Effect Size Index h 1 = 0.70), providing evidence that conceptual priming has been observed.
Target brand fragments were also more likely to be completed when they had been presented earlier ( x = .45, SD = .20) than when they had not been presented ( x = .06, SD = .10; F(1,110) = 170.99, p < .001; h = .98). Thus perceptual priming has also been evidenced. Table 1 about here
More importantly, it was predicted that prior exposure to brand names presented in a sentence versus isolated context would lead to greater conceptual priming; whereas prior exposure to brand names presented in an isolated versus sentence context would lead to greater perceptual priming. Analysis on the magnitude of conceptual priming was conducted using a difference score representing participants' performance on the brand name listing task when the target brands had been presented minus a baseline measure when the brands had not been presented earlier. Separate analyses were conducted to examine the effect of presentation context on conceptual and perceptual priming. Consistent with prediction, the effect of presentation context on conceptual priming was significant (F(1,53) = 5.14, p < .05; h = .25). Participants demonstrated more conceptual priming when the brand names had been presented in a sentence ( x = .40, SD = .19) than when they had been presented in isolation ( x = .28, SD = .21). These data provide evidence that conceptual priming benefits from elaboration; hence hypothesis H1a is supported. In contrast, more target brand fragments were completed when the brand names had been presented in isolation ( x = .43, SD = .20; h = .16) than when they had been presented in a sentence ( x = .35, SD = .18; F(1,53) = 3.28, p = .07). The effects of presentation context on the two implicit memory performances are displayed in Figure 2 .
Memory-based Choice. An additional sixty participants provided the baseline data for brand choice. They were recruited from the same subject pool and went through a similar procedure as those in the main study, except they did not see the target brand for the choice task. Thirty participants made a brand choice decision in a memory-based context, and the remaining thirty made a brand choice decision in a stimulus-based context. Coding of choice was binary (1 if the brand was chosen and 0 otherwise), and the data were analyzed using logistic regression.
Compared to the control condition, the results showed that participants did not choose the target brand more often in the memory-based choice condition when the brand had been presented 
Discussion
Results showing that prior exposure leads to an increase in brand accessibility as well as an increase in the brand's perceptual fluency are consistent with past findings that prior exposure gives rise to implicit memory. The dissociated effects of presentation context on conceptual and perceptual priming provide clear support that the two types of implicit memory are distinct constructs of memory. Importantly, the results show that elaboration does not always benefit memory or brand choice. In particular, perceptual priming and stimulus-based choice benefits more from a prior exposure of the brand name presented in an isolated context rather than a meaningful context that encourages elaboration. These findings demonstrate that whereas memory-based choice decisions are based on conceptually driven processes, stimulus-based choice decisions rely more on perceptually driven processes.
In this experiment, a condition that enhances perceptual priming is shown to result in a corresponding increase in stimulus-based choice, yet the condition that enhances conceptual priming does not lead to a corresponding increase in memory-based choice. These results point to another difference between memory-based and stimulus-based decisions. It is important to note that consumers rely on brand accessibility or brand fluency only when they do not have a strong preference, or when their preferred brand is not available. When consumers have a preferred brand in the product category, this brand is often highly accessible in memory. Hence a brand that has become more accessible from prior exposure may nonetheless be dominated by the preferred brand that is also readily accessible in memory, and brand choice for the target brand remains unaffected by prior exposure. Dominant brands that are highly accessible in memory, however, did not diminish the enhanced probability of stimulus-based choice of the target brand because participants did not have to retrieve the relevant alternatives from memory. The target brand, with its enhanced perceptual fluency, was thus able to "catch the eye" and be selected.
That presentation of the brand name in a sentence context benefits conceptual priming but does not lead to an increase in memory-based choice may thus be due to participants' preferred brands also being retrieved from memory when making a brand choice. This finding is consistent with Nedungadi's (1990) observation that prior exposure to a brand name may increase the chance of its being included in the consideration set but not brand choice probability when the brand is dominated by a major brand in the category. Recall that the target brand in the present experiment was by design not among the most frequently listed brands in the category in order to minimize ceiling effects. To the extent that preferred brands are more accessible, brand choice probability of the target brand in a memory-based context may remain dominated by the preferred brands despite its increased accessibility.
It may, however, be argued that the results observed are due to the nature and order of the tasks that participants had to perform. Perhaps participants became aware that some of the brand names presented earlier could be used while completing the implicit memory task. Awareness of the earlier study task as the result of having performed the implicit memory task may affect the choice results in two ways: One possibility is that participants employed an explicit memory retrieval strategy and made their brand choice decision based on what they could remember. One may argue that the brand name listing task is more likely to trigger explicit memory retrieval than the brand name completion task, thus those participants asked to make a stimulus-based choice after the brand name listing task would be more likely to choose the target brand than those asked to make a memory-based choice after the brand name completion task. This is indeed the case as more participants chose the target brand in the stimulus-based choice condition (52% of 56 choice occasions) than in the memory-based choice condition (18% of 56 choice occasions; c 2 = 12.61, p < .001; h = 0.74). Further, explicit memory should be higher in the sentence context condition that prompts elaborative processing than in the isolated context condition; thus, the likelihood of brand choice should be higher in the sentence context versus the isolated context condition. However, the results showed the reverse; brand choice is in fact lower in the sentence versus the isolated context condition (23% vs. 46% of 56 choice occasions; c 2 = 5.52, p = .01; h = 0.49). Hence this account of explicit memory influence is not plausible.
A second possibility is that participants felt that their performance might be biased as they became aware of the earlier exposure when performing the priming task, and corrected their responses. If the brand name listing task is more likely to trigger explicit memory retrieval, then participants making a stimulus-based choice following the brand name listing task should be less likely to choose the target brand than those making a memory-based choice following the brand name completion task. Yet the results showed the reverse (52% vs. 18% of 56 choice occasions; c 2 = 12.61, p < .001; h = .74). Alternatively, one may argue that it is the brand name completion task that is more likely to trigger explicit memory retrieval, thus results showing higher brand choice probability in the stimulus-based context than in the memory-based context are evidence that participants in the memory-based condition corrected their responses by partialing out the previously presented target brands. In contrast, the brand name listing task did not prompt participants to make the connection between the stimulus-based choice task and the earlier exposure condition, thus a significant exposure effect on brand choice was observed. While evidence does not support the alternative explanation that participants made their brand choice decisions based on explicit memory retrieval, the possibility that their decisions reflect a partialing out of the potential influence of explicit memory cannot be ruled out.
Experiment 2 was designed to address these issues and to further examine the effects of presentation context on memory-based versus stimulus-based choice. If the failure to observe any exposure effects on memory-based choice is attributable to the fact that the target brand was dominated by other alternatives, it would be useful to examine brand choice decisions that are not so constrained. Alternatively, if the null effect on memory-based choice is due to participants becoming aware of the potential biasing influence of explicit memory and adjusting their response, eliminating the preceding implicit memory task should control for this potential confound. Thus, participants in Experiment 2 were asked to perform only a choice task, and brands that are more preferred were selected as target stimuli.
Experiment 2 Method
For this experiment, product categories in which consumers are more likely to switch between different brands were identified in a pretest. Product categories with which college students are familiar were presented to participants from the same subject pool as those in the main study. They were asked to list as many brands as they could think of for each product category.
They then indicated their preferred brand for each category, as well as their willingness to switch to a different brand in the event that their preferred brand was not available. Four product categories (toothbrush, chewing gum, candy bars, and cough drops) were selected on the basis that most participants indicated a fair degree of willingness to switch if their preferred brand was not available ( x = 4.98 on a 7-point scale anchored by 1 = not at all willing to switch to 7 = most willing to switch). One brand from among the three most preferred and the two most frequently listed brands in the category was selected from each of the four categories. These selection criteria were used to ensure that brand choice is not constrained by strong brand preferences. The four target brands were divided into two blocks. One block serves as the target brands for half of the participants, and the other block serves as target brands for the remaining half.
To examine the differential effects of presentation context on memory-based versus stimulus-based choice, the brands were presented either in the context of a sentence or in isolation.
As in Experiment 1, half of the participants in the sentence context condition and half in the isolation context condition made a memory-based brand choice decision, and the remaining participants made a stimulus-based brand choice decision. The hypothesis is that presenting the brand name in a sentence context versus an isolated context would result in higher memory-based choice (Hypothesis H1b), whereas presenting the brand name in an isolated versus sentence presentation context would result in higher stimulus-based choice (Hypothesis H2b).
Procedure
One hundred and thirty-three business undergraduate students from a midwestern university participated in the study as partial fulfillment of course requirements. They were randomly assigned to the different conditions.
Participants were again given the cover story that the experimenter was interested in consumer awareness and preferences of brands in different categories. They were first presented with a list made up of two target brands and ten filler brands using a slide projector. Each brand name was presented for eight seconds. Half of the participants saw brands presented in the context of a sentence, and the remaining half saw brands presented in an isolated context. Similar to Experiment 1, they were asked to indicate whether or not they recognized the brand by circling "Yes" or "No" in the experimental booklet. Next, participants engaged in a distracter task solving mathematical problems that lasted approximately 10 minutes.
After completing the distracter task, participants were asked to make a brand choice decision as part of a survey for a convenience corner soon to be opened in the commerce building on campus. They were presented with six product categories (two targets and four fillers) and were asked to indicate their preferred brand for each category. Half of the participants in the sentence context condition and half of the participants in the isolated context condition were asked to make a memory-based choice. They were provided with the category prompt (e.g., "Toothbrush") and had to write down the brand that they would like the convenience corner to stock. The remaining participants made their brand choices in a stimulus-based context. They were provided with two brands (one target and one filler) for each category (e.g., "Colgate" and "Oral-B"), and were asked to circle the brand that they would like the convenience corner to stock, or to write down the brand of their choice if neither of the two brands presented was preferred. The order in which the target and filler brands were presented was counterbalanced.
Results
The data were coded in a binary fashion and were analyzed using logistic regression. As expected, participants in the memory-based task context chose the target brand more often when the brand name had been presented previously in a sentence (45% of 62 choice occasions) than in isolation (29% of 72 choice occasions; c 2 = 3.63, p = .05; h = 0.33). In contrast, participants in a stimulus-based task context chose the target brand more often when the brand name had been presented previously in isolation (63% of 68 choice occasions) than in a sentence (45% of 64 choice occasions; c 2 = 4.22, p < .05; h = .36). These results are displayed in Figure 3 .
------------------------------Figure 3 about here -------------------------------Discussion
In this experiment, the target brands are pre-selected from categories that experience a fair amount of switching behavior among the consumers, and the target brands are amongst the more preferred in their categories. The brand choice results in the two presentation context conditions parallel the findings observed for conceptual and perceptual priming in Experiment 1. As hypothesized, memory-based choice benefits more when the brand name was presented in a context that encourages elaboration, whereas stimulus-based choice benefits more when the brand name was presented in an isolated context that offers a better match to the cues presented at the time of choice. These data provide support that the two brand choice decisions rely on different processes.
Whereas memory-based choice is influenced by accessibility of the brand in memory, stimulus-based choice is influenced by perceptual fluency of the brand. Results from Experiments 1 and 2 suggest that implicit memory tasks may be better measures of advertising effectiveness than explicit memory tasks. To gain more confidence that explicit and implicit memory measures assess different constructs of memory, Experiment 3 was conducted to further provide evidence that implicit memory performances do not rely on explicit retrieval of memory.
Experiment 3
The objective of Experiment 3 is to show that implicit memory is distinct from explicit memory, and that processes of consideration set formation and brand choice decisions are different from processes involved in the explicit retrieval of memory. In this experiment, the effect of brand accessibility was examined on three types of memory tests: free recall, brand name listing, and brand name completion. Top-of-mind brand awareness was selected as the independent variable because consumer researchers and marketers alike are interested in understanding if major brands (i.e., brands that are more accessible in memory) may have an advantage over minor brands (i.e., brands that are less accessible) in advertising spending effectiveness. Note that top-of-mind brand awareness is the same as the baseline measure of conceptual fluency, and reflects the ease with which a brand comes to mind prior to the advertising exposure.
Free recall was selected to measure explicit memory because the day-after-recall test remains the most commonly used tool to assess advertising effectiveness in practice. It is also generally accepted as a test that assesses explicit memory. For this test, participants were first exposed to some target brand names, and were later asked to write down all the brand names that they could remember seeing earlier in the experimental session. Participants' memory of the exposure is demonstrated by their successful recollection of the target brand names. To the extent that major brands prompt a richer network of associations than minor brands that could serve as effective retrieval cues in a subsequent recall, participants' recall performance should be higher for major brands than for minor brands.
H3a:
Participants are more likely to recall major brands than minor brands that have been previously presented.
Similar to Experiments 1 and 2, a brand name listing task was used to assess conceptual priming. In completing this task, participants should benefit from the exposure that enhances accessibility of the brand. However, while major brands are more accessible in memory as the result of more frequent prior exposures than minor brands, the marginal increase in accessibility of the target brands in semantic memory resulting from a single exposure should not differ between major versus minor brands. In fact, if the major brand is already highly accessible in memory, its accessibility may not even improve with an additional exposure (Nedungadi 1990 ).
H3b:
Participants are more likely to list the target brand in a brand name listing task if it has been presented earlier; but major brands will not have any advantage over minor brands in this enhancement.
To assess perceptual priming, a brand name completion task was used. In completing this task, participants should benefit from the strengthening of the physical features of the brand name as the result of prior exposure and can thus identify the target fragments more readily. Again, although major brands may be perceptually more fluent and hence more readily identifiable as the result of the more frequent prior exposures, perceptual priming as the result of a single exposure should not differ between major versus minor brands.
H3c: Participants are more likely to complete the target brand in a brand fragment task if it has been presented earlier; but major brands will not have any advantage over minor brands in this enhancement.
Method
Stimulus Selection. Target brand names were selected based on the result of a pretest where participants from the same subject pool as those in the main experiment were asked to list as many brand names as they could for different product categories. The three most frequently listed brands were first eliminated to minimize ceiling effects. Then those brands that were listed by fewer than 2% of the participants were eliminated to minimize floor effects. Next, brand names that consist of more than one word were eliminated. Finally, two high awareness brands ( x = .28) and two low awareness ( x = .11) brand names were selected from ten product categories, resulting in a total of 40 target brand names.
The two lists of high and low awareness brands was further divided into two sub-lists of 10 brands each (Lists HighA, HighB, LowA, LowB), with two brands from each of five product categories. For each participant in the high (low) awareness condition, one sub-list served as a study list and the other sub-list served as a new list at test. The sub-lists were counterbalanced such that across all participants each sub-list served equally often as the study list and the new list. Five high awareness brands and five low awareness brands were also selected from four non-target product categories to serve as filler brands. A study list was thus made up of 10 target and 5 filler brands.
The order of brand names in each list was randomized such that no two brands from the same category would be presented consecutively. During presentation, the target brands were preceded by three filler brands and followed by two filler brands to control for both primacy and recency effects.
Procedure. Seventy-two undergraduate business students from a northeastern university participated in the experiment as partial course credit. All participants initially went through a study phase. Participants in the high (low) brand awareness condition were presented with ten high (low) awareness target brand names. Each brand name was presented using a slide projector for 8 seconds, and participants were asked to indicate whether or not they recognized the brand by circling "Yes" or "No" in the answer booklet. At the end of the study phase, participants worked on some mathematical problems for approximately ten minutes to clear short-term memory.
Participants then completed one of the three memory tasks. Those assigned to the free recall task were asked to write down as many of the brand names as they could remember seeing earlier in the experimental session. They were given two minutes to perform this task. The number of target brands that participants recalled served as the indicator of explicit memory.
Those participants assigned to the brand name listing task were presented with the label of a product category, and were given 45 seconds to write down as many brand names as they could think of for that category. This procedure was repeated for ten product categories. Of the ten categories, five were categories for which target brand names had been presented earlier, and the other five were ones for which target brand names had not been presented. The presentation order of the categories was randomized.
Those participants assigned to the brand name completion task were asked to complete 20 brand name fragments. Of the 20 brand names that could be used to complete the fragments, ten had been presented earlier while the remaining ten were new. Participants were given 12 seconds to complete each fragment with the first brand name that came to mind that matched the fragment.
Finally, participants reported their usage of the 20 target brands by indicating whether they used the brand regularly (3), occasionally (2), or had never used the brand before (1).
Results
Manipulation Check. Participants' response during the exposure phase indicated that they recognize all the brand names that were presented. Participants also reported higher usage for the high awareness ( x = 2.21, SD = .63) versus low awareness brands ( x .= 1.80; SD = .44; F(1,70) = 10.42, p < .005). Next, participants' responses on the brand name listing task when the target brands had not been presented earlier were examined. Consistent with the pretest data, high awareness brands were listed more often ( x = .22, SD = .12) than low awareness brands ( x = .10, SD = .06; F(1,22) = 9.14, p = .006). These findings suggest that the brands indeed differ in terms of top-of-mind awareness and accumulated prior exposures.
Hypotheses Testing. It was hypothesized that explicit memory performance would be better for high versus low awareness brands, but that this advantage for high awareness brands would be absent in the two types of implicit memory. Separate analyses were conducted to examine the effect of brand awareness on recall, conceptual priming, and perceptual priming. Participants' memory performance as a function of memory test and brand accessibility is displayed in Table 2 .
Recall. The result of an ANOVA examining the effect of top-of-mind awareness on the recall data showed a significant main effect of awareness (F(1,22) = 4.71, p < .05; h = .30). As predicted, participants recalled more high awareness brands ( x = .60, SD = .18) than low awareness brands ( x = .45, SD = .16). Hypothesis H3a is thus supported.
Conceptual priming. To assess the effect of brand awareness on conceptual priming, it is necessary to first establish that the prior exposure did result in enhanced accessibility of the brand names. Indeed, participants listed the target brands more often when they had been presented ( x = .42; SD = .21) relative to when they had not been presented ( x = .16; SD = .11; F(1,22) = 34.46, p < .001; h = .59), providing evidence that conceptual priming has occurred. Conceptual priming is expressed as participants' performance on the brand name listing task when the target brands had been presented earlier minus a baseline. Participants' performance on the target brands when they had not been presented earlier served as the baseline, and a separate baseline measure was established for each sub-list (Baseline(HighA) = .23; Baseline(HighB) = .20; Baseline(LowA) = .08; Baseline(LowB) = .12). As predicted, the result of an ANOVA showed that conceptual priming did not differ between high awareness ( x = .26; SD = .24) and low awareness brands ( x = .27, SD = .16; F < 1). Even though prior exposure did result in enhanced conceptual fluency of the brands in memory, this enhancement was not affected by brand awareness. Hypothesis H3b is thus supported.
Perceptual priming. Participants used the target brands to complete the brand names more often when the brands had been presented ( x = .53; SD = .28) versus when they had not been presented ( x = .17, SD = .16; F(1,22) = 37.02, p < .001; h = .78), thus perceptual priming has been evidenced. To assess the effect of brand awareness on perceptual priming, perceptual priming is expressed as participants' performance on the brand name completion task when the target brands have been presented earlier minus a baseline. Participants' performance on the target brands when they had not been presented earlier served as the baseline, and a separate baseline measure was established for each sub-list (Baseline(HighA) = .35; Baseline(HighB) = .12; Baseline(LowA) = 0.05; Baseline(LowB) = .17). As predicted, perceptual priming did not differ between high ( x = .37, SD = .17) and low awareness brands ( x = .33, SD = .38; F < 1). Similar to conceptual priming, even though prior exposure enhanced perceptual fluency of the brand names, this enhancement is not affected by brand awareness. Hypothesis H3c is thus supported.
Discussion
These results showing that brand awareness affects free recall but not conceptual or perceptual priming present clear evidence that explicit and implicit memory are different constructs.
Of particular importance is the dissociation observed between explicit memory and conceptual priming, despite the fact that both types of memory rely on conceptual processes. The data on conceptual priming are also consistent with Nedungadi's (1990) findings that a recent exposure did not benefit major brands more than minor brands in consideration set membership.
General Discussion
This research is believed to be the first to directly compare the effects of conceptual fluency and perceptual fluency on memory-based versus stimulus-based choice decisions. The results show that stimulus and memory-based choices are sensitive to different interventions and involve different processes. A presentation context that is unencumbered by other information enhances perceptual fluency of the brand name and increases brand choice in a stimulus-based situation. In contrast, a presentation context that encourages elaboration enhances conceptual fluency of the brand and increases brand choice in a memory-based situation.
The evidence of a double dissociation between conceptual and perceptual priming adds to a growing body of research in implicit memory that distinguishes between different types of memory measures. The evidence of an independent variable having opposite effects on different implicit memory measures is particularly noteworthy because most dissociation data reported in the literature usually show a significant effect of a variable on one measure and a null effect on another measure.
Data from Experiments 1 and 2 show that while both conceptual and perceptual priming reflect learning prompted by a previous exposure, the two types of priming have unique antecedents: conceptual priming benefits more from a meaningful context versus an isolated context at the time of exposure, and the reverse is observed for perceptual priming. These data provide strong evidence that the two types of implicit memory are distinct constructs that need to be assessed by different measures.
In the present research, enhanced perceptual fluency that arises from a close perceptual match between the brand name presented at the time of exposure and at the time of decision making leads to an increase in stimulus-based brand choice. Similar results would be obtained had the participants been exposed to an ad showing a prominent package of, say, cookies and were later asked to choose from several packages of cookies. It is important to note that perceptual priming, but not conceptual priming, is modality specific in that the cues presented at the time of decision making need to be in the same modality as the stimulus presented earlier for perceptual priming to be observed (Jacoby and Dallas 1981) . For instance, if the choice set is presented visually, then brand choice will benefit from prior exposure only if the brands were also presented visually earlier.
If consumers have been exposed to the brand name auditorally (e.g., over the radio), and are now in the supermarket making their purchases, the enhanced perceptual fluency of the brand name in auditory mode will not make the package on the shelf more readily identifiable. Thus any increase in brand choice as the result of the radio ad would be attributable to the enhanced accessibility of the brand in memory, but not to perceptual priming. These observations highlight the importance of the encoding specificity principle as an explanation to account for the difference in memory performances when different tests of memory are used (Tulving and Thomson 1973) . Performance on memory tests benefits by the extent of overlap between cognitive operations at test and at the time of exposure. Differences in memory performance are, therefore, attributed to the (dis)similarity between those processes required at the time of test and those underlying the encoding of information at the time of exposure.
It should, however, be emphasized that the influence of brand accessibility and perceptual fluency on consumers' brand choice is constrained by consumer preference and the persistence of the priming effects. The influence of implicit memory on brand choice is first contingent on consumers not having strong brand preferences in the category, especially in memory-based choice situations. A dominant brand is more likely to be chosen not only because it is more preferred, but also because it is more accessible in memory. Further, the influence of implicit memory on brand choice as the result of a single exposure may be temporary. While perceptual priming has been reported to persist up to 16 months after the initial exposure (Sloman et al. 1988 ), conceptual priming is relatively short-lived. Although some evidence of conceptual priming has been observed after 24 hours, it is shown to decline over time, and is no longer evidenced after one week (Srull and Wyer 1980) .
Managerial Implications
The present research has important advertising strategy implications for the advertisers. The results suggest that not only should advertisers know who their customers are, they should also know how their customers make purchase decisions. If customers have to retrieve different alternatives from memory when making their brand choice decision, then advertisers should focus on strategies that encourage elaborative processing of the brand name and the product, such as scripts that tell interesting stories, or relevant contexts that motivate processing. In contrast, if customers' decisions entail picking one alternative from an array of different alternatives, then the ad copy should have on prominent display a product image that closely resembles the perceptual cues presented at the time of choice, and the packaging of the product should be distinctly different from its competitors. This is consistent with the strategy of including advertising retrieval cues on the package as an effective way to capture stimulus-based decision-makers (Keller 1991) , and should be particularly appropriate for many supermarket items, especially those categories that experience a fair amount of switching between brands such as cereals, cookies, toilet tissues, etc.
The current research also offers useful guidelines for advertisers interested in assessing advertising effectiveness. To the advertiser whose products are purchased mostly in a stimulusbased context, perceptual priming tasks such as brand name completion or product package identification may be appropriate measures of advertising effectiveness. On the other hand, for products that are purchased mainly in a memory-based context, conceptual priming tasks such as brand name listing or product knowledge questions would be appropriate.
Returning to our Niagara Falls visitors, the present findings offer specific predictions regarding the type of advertising that would influence their choice of restaurant. For John who is trying to come up with the name of a restaurant from memory, prior exposure to restaurant ads in which the name was presented in the context of other information should be more effective in bringing the name of the restaurant to mind. Conversely, to Betty who is flipping through the tourist guidebook for suggestions, billboards displaying just the name of the restaurant should be more effective in making the name more noticeable from the page. Similarly, the grocery shopper who is making a shopping list at home would be more influenced by an elaborate ad, whereas the shopper who is in the supermarket looking at the different brands on the shelves would be more persuaded by a simple ad that shows just the logo or the package.
Future Research
While the present research provides empirical evidence for the influence of memory on brand choice, it also demonstrates boundary conditions when enhanced memory does not always lead to higher brand choice. First, a brand that demonstrates enhanced perceptual (conceptual) fluency does not get chosen more often in a memory-based (stimulus-based) context. Further, a brand that benefits from enhanced conceptual fluency as the result of a recent exposure may not be chosen in a memory-based situation because other more preferred brands may also be accessible. In fact, exposure to the target brand may even prompt the activation of other brands in the same product category that are more preferred (Nedungadi 1990 ). The advantage of being conceptually accessible may be undermined especially under conditions of high involvement when consumers are motivated to search for more information. Future research should investigate and identify other boundary conditions under which enhanced fluency of the brand does not lead to brand choice.
In the present research, conceptual processing of the target brands may be limited to "itemspecific" elaboration because only one brand was selected from each product category, and elaboration of each brand is not likely to be related to other brands in the study list (Meyers-Levy 1991) . Nonetheless, it is predicted that similar results of conceptual priming on the brand name listing task would be obtained if participants were prompted to engage in "relational" elaboration of the brand names by presenting multiple brands from each category, as this latter type of elaboration also relies on conceptually driven processes, and should be equally effective in enhancing the conceptual fluency of the brand in memory (Lee and Sternthal, 1998) . However, it is not clear how prior exposures of competing brands may influence memory-based brand choice decisions. For instance, would order of exposure play a role? And if so, would brand choice reflect a primacy effect or a recency effect? Similarly, in the stimulus-based choice condition, it would be important to examine what other factors may influence brand choice decisions when competing brands in the environment have also become more easily recognized as the result of prior exposure. These are all important issues that warrant further investigation.
Further, simple brand names were used as the target stimuli during the initial exposure as well as in the stimulus-based choice task in this research. It would be useful to replicate the findings using more elaborate formats of ad copy that include images and/or product packaging. Finally, the effect of advertising copy format is but one way in which conceptual fluency and perceptual fluency may be differentially affected. Given the influence these two types of implicit memory have on consumer decision making, it seems appropriate that future research should explore other dimensions on which they may differ.
Finally, the current research introduces the notion that implicit memory measures are effective indicators of advertising effects on brand choice decisions. This may explain why field studies often report a low correlation between explicit ad recall and sales, but a strong relationship between advertising spending and sales increases (e.g., Lodish et al. 1995) . This, however, does not mean that purchase decisions are completely void of the influence of explicit memory of the advertising exposure. Consumers may in fact recall a particular commercial they saw on TV while shopping, and make their purchase decisions based on their explicit retrieval of the advertised brand.
Alternatively, a recently advertised brand may come to mind, followed by the consumer's realization that it was the brand that was say, featured in the magazine that she read in the morning; and the final purchase decision is made based on the advertised benefits recalled. Future research should further examine the role that explicit memory plays in the consumer's purchase decisions, and how it may interact with implicit memory to influence brand choice. 
